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[bookmark: _Toc196545619]THE GMMP: BOTH QUANTITY AND QUALITY

The Global Media Monitoring Project gives us a detailed picture of the numbers of women and men in the world's news on a particular day, the different ways in which they make the news, the roles they play and so on. This is the quantitative part of the study. But numbers tell only one part of the story. For example a news item that highlights a women's development project, or one that interviews female politicians, may fall into just as many stereotyped clichés as an item about beauty queens. To get a more complete picture of news content and the messages it contains, we need to analyse the quality of the coverage. This is the qualitative part of the study, to which we hope you will contribute.

In such a vast, world-wide project as the GMMP we cannot expect to examine each news item in detail. So what we have done is to set up a system whereby, in the course of the quantitative coding, every participant is asked to look out for stories that could be useful for further analysis. Very brief guidelines for this are given in the final question of each of the monitoring guides - for television, radio and newspapers. In countries/regions where there are national/regional co-ordinators, coders have been requested to send these stories to the co-ordinators, or at least to alert the co-ordinators to the items. As you carry out your own monitoring and coding, you will doubtless come across stories that seem useful for analysis. When you have accumulated all the possible items, you will need to select the stories that seem to be the most promising candidates for qualitative analysis.

In this document we set out:


· A broad framework for the analysis, indicating the main types of coverage we hope to explore;

· Examples of stories that illustrate each of these types of coverage;

· Some general guidelines on what to look out for as you read, watch and listen to the news.

· What you need to look for and submit as part of the monitoring. 

The framework, examples and guidelines are intended to orient you in selecting stories for in-depth critical analysis. These stories will help us to highlight some of the complexities and nuances that cannot be picked up through the quantitative analysis. They will enrich and enliven the GMMP report. And we think you will find this qualitative part of the project both illuminating and rewarding!

[bookmark: _Toc196542079][bookmark: _Toc196545620]
FRAMEWORK FOR THE ANALYSIS

In the GMMP 2025 report, we want to draw attention to certain tendencies or patterns in news coverage - from the worst to the best. The aim is to demonstrate to journalists and media practitioners that good stories are produced by paying attention to high professional standards, ethics and creativity. We envisage an analysis that revolves around at least four types of story:
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Gender and Media (GEM) Classification[footnoteRef:1] [1:  This is adapted from the Gender Links GEM classification system developed for the Southern African Gender and Media Baseline Study. ] 

	Type 1. Blatant stereotype 

	Type 2. Subtle stereotype 

	Articles or images in which women are presented in stereotypical roles such as victims or sex objects.
	Articles or images that reinforce notions of women’s domestic and men’s more public roles in ways that make this seem normal, e.g. a mother’s agony, rather than parents’ agony over a child. 

	Articles or images in which men are presented in stereotypical roles such as strong entrepreneurs or leaders.
	
Articles in which women are referred to according to personal relationships that have no relevance to the story; e.g. a woman minister is referred to as the wife of someone.


	Type 3. Missed opportunities / Gender-blind (GB) 

	Type 4. Gender-aware 

	Articles in which there is a lack of gender balance (and therefore of diversity) in sources, resulting in only one perspective being given on an issue. 
	Sub-Type 4A. Articles and images that challenge stereotypes and prompt debate on topical gender issues from a human rights perspective, such as women pilots or men care givers. 

	Articles that lack a gender perspective in every day issues such as elections or the budget, depriving these stories of new and interesting angles, such as how cuts in grants affect poor women. 
	
Sub-Type 4B. Articles that have a gender balance of sources; demonstrating different perspectives/impact on women and men including through use of gender disaggregated data; for example how many women and men receive certain types of grants; what they use them for and why cuts may have different kinds of impact. 

	
	
Sub-Type 4C. Gender specific: Articles that concern inequality between women and men; structures, processes; campaigns to advance gender equality such as glass ceilings in certain types of occupation. 





[bookmark: _Toc196545621]Type 1. News articles or stories that convey blatant gender stereotypes. 
There may not be a large number of these, and they may be more prevalent in some media than in others. But when they do occur, they should be easily recognisable. To take just a few examples – news articles or stories which use language or visual images that denigrate women; that trivialise women's achievements; that glorify or justify male violence; that ridicule men in 'non-traditional' roles (e.g. male caregivers). See examples.

[bookmark: _Toc196545622]Type 2. News articles or stories that convey more subtle stereotypes. 
These may not be so immediately obvious. But look out for stories that contain unstated assumptions about the roles of women and men (e.g. a successful woman who is 'nevertheless a good wife'). Or stories that convey stereotyped beliefs, such as that women are emotionally fragile (e.g. more women are entering the professions, 'but this is paralleled by an increase in smoking and alcohol abuse'). Or stories whose range of sources is limited only to men, or only to women (thus conveying the idea that this topic is of relevance just to one half of the population). See examples.

[bookmark: _Toc196545623]Type 3. News articles or stories that are missed opportunities or gender blind.
Stories that could have been enriched and expanded by including a wider range of sources and viewpoints, or by shedding light on different implications for women and men. You will probably find many stories in this category. For instance, a story about new legislation on divorce that includes only male news sources; a story about national unemployment that fails to consider its differential impact on women, men and families. A great deal of news refers to 'people'. In many of these references there is a hidden assumption that 'people' are male. See examples

[bookmark: _Toc196545624]Type 4. News articles or stories that are gender aware. 
These include at least three sub-categories as follows (please identify stories when you choose them as 4A, 4B or 4C as this will assist in understanding your choice). Please also refer to journalistic ethics and principles when you analyse these stories. It is important to make the point that gender aware stories support basic journalistic principles of: 
· Fairness
· Balance; getting all sides of the story. 
· Challenging assumptions and prompting debate. 
· Fresh ideas and perspectives
· Doing no harm; Respecting the human dignity and rights of sources
 
[bookmark: _Toc196545625]Sub type 4A. Those that challenge gender stereotypes. 
These will include stories that overturn common assumptions about women and about men - in relation to attributes, areas of expertise and competence, interests, and so on. For instance a journalist may choose to include female experts in a story about national economic policy, or fathers in a story about play groups for pre-school children. But stories may challenge stereotypes in more complex ways. For example, a report on gay marriage may convey the message that gay couples are ordinary people and parents. A report on voting preferences may dispel the perception that women are politically uninformed. A story on working conditions may undermine the stereotype of men as being driven by ambition. Stories that challenge stereotypes will often go beyond the taken-for-granted reporting framework - in terms of news angles, perspectives and points of view included. See examples.

[bookmark: _Toc196545626]Sub type 4B. Those that demonstrate a balance of sources and show the different (gendered) impacts of particular situations on women and men
There are many examples of everyday news that is reported only from a male perspective. Conversely, let us look out for stories in which both women and men are consulted, and this brings fresh perspectives to the news. For example, when the budget is announced, do women and men get consulted on what effect these measures will have on them? In Namibia a journalism student on a community journalism beat wrote an article on a dam being closed in which fishermen decried the fact that this would deprive them of their livelihood while women in the vicinity expressed relief since several children had drowned in the dam. This is an example of how women and men might have very different perspectives on issues and why gender balance in sources (apart from conforming to the journalistic principles of fairness and balance) also bring fresh angles and perspectives to everyday news. See examples. 

[bookmark: _Toc196545627]Sub-type 4C. Gender specific: Those that highlight issues pertaining to equality or inequality between women and men or are about campaigns, structures or processes to advance gender equality: 
These will include stories that focus directly on an area of inequality - for instance, the 'glass ceiling' in employment, discrimination in relation to rights of various kinds, unequal access to resources, and so on. In such stories, sources will often include women's organisations, feminist activists, or gender specialists. The analysis will usually link such factors to inequality or discrimination based on sex. Often these stories challenge conventional stereotypes and norms (category 4) - though not necessarily in an overt way. See examples. 

[bookmark: _Toc196545628]
EXAMPLES OF STORY TYPES

[bookmark: _Toc196545629]Type 1: Blatant gender stereotype

[bookmark: _Toc196545630]Example 1

Online news: Live Now Fox

Headline: Value of the stay-at-home parent: study reveals time, cost required. 
By: Stephanie Weaver

Video: A minute long video called “These are the world’s most expensive cities in 2023”.

Photo: A woman with her back to the camera staring with her hands on her head at a living room with toys, clothes, and objects on the couch, floor and coffee table. 

Photo caption: Stay at home parent. 

Text: 

A new study is shedding light on the evolving role and significant contribution of stay-at-home parents in modern society. 

According to the study, researchers delved into the amount of time stay-at-home parents dedicate to their role and calculated what the cost of outsourcing their tasks would be in 80 global cities. 

“Being a stay-at-home parent, devoting your time to the care of the family is a uniquely challenging commitment that requires tremendous physical and emotional effort,” Beike Cell Therapy

Subtitle in big black letters: Stay-at-home parents spend more than 150 hours on tasks per month. 

Researchers found that stay-at-home parents with one child spend approximately 155.5 hours on parental and household tasks per month. This rises to more than 200 hours per month for two children. 

Researchers also analyzed the cost of outsourcing the tasks in each city using salary data websites. The results were then multiplied by the number of hours spent on each task during the duration of a child’s upbringing to produce the overall figure.  The researchers assumed a 20-year timeline per child. 
 
Subtitle in big black letters: The pricey cost of outsourcing parental household duties. 
(A list of 20 cities is provided, with cost per month). I Will provide the top 3 cities on the list of 20. 
1. Zurich, Switzerland ($1.4 million)/ ($5,737 monthly)
2. Basel, Switzerland ($1.3 million / $5,299 monthly)
3. San Francisco, ($1.25 million/ $5,205 monthly)

Study highlights crucial role of stay-at-home parents

Beike Cell Therapy said the research highlights the crucial role of stay-at-home parents and has sparked discussions about the need for policies and initiatives that better support stay-at-home parents, including access to resources, childcare assistance, and recognition of their contributions to social security and retirement benefits.

Dr. Emily Chen, lead researcher on the study, emphasizes the societal significance of recognizing and supporting stay-at-home parents. "In an era where work-life balance is more challenging than ever, the role of stay-at-home parents is indispensable," she said. "They not only contribute to the economy but also play a vital role in shaping the next generation and building stronger communities."

END




Analysis: In what ways does this story convey blatant stereotypes?

First, the picture provided is a predominant and explicit messaging that reproduces the traditional gender stereotype of “a women’s place is in the home, with her children if she has them”. In the picture we see a woman, a stay-at-home mother faced with household chores. Her arms are in the air, expressing dissatisfaction with the messy living room. 

While the written text is careful to use the word “parent” throughout the written piece, time use studies throughout the world have shown that women do the bulk of household chores and parental duties in the past and today. This sexual division of labor is a global pattern that has proven to be very resistant to change, even among couples and men, who have favorable attitudes to gender equality. This social habit and norm of assigning women to the domestic sphere and men to paid labor, is a powerful traditional notion, that the article mobilizes explicitly and implicitly, and presents numerical data to support the claim that households “should have”, for economic reason, a stay-at-home parent. Tradition, habit, economic limitations, will transmit to most readers that stay-at-home parents should probably be the woman, if possible.  

The style of the article is very factual and numerical, it appeals to a “common sense” that transmits to the reader the message: sexual or gendered division of labor is necessary and economically wise in moder society. It extends this claim to world cities throughout the globe.  

It is interesting to note that the research company that is mentioned as the institutional author of the article is a Chinese biotechnology company that does stem cell therapy. Therefore, the connection between to topic of the study and the company’s interests are not clear. 





[bookmark: _Toc196545631]Example 2

Newspaper: Daily Star (United Kingdom, national daily)
Headline: LOSE THE SILLY BEACHES
Sub-headline:Volleyball babes want cheerleaders ditched
by Stephen Rigley
Photo: Half-page picture of cheerleaders in bikinis dancing on beach
Photo caption: SO HOT: The cheerleaders in action yesterday

Text:
Spoilsport beach volley-ball babes yesterday called on Olympic bosses to ditch sexy cheerleaders who line the sand during matches.They blasted Greek organisers for booking the scantily clad dancers, demanding that their sport be taken more seriously. The cheerleaders, whose outfits are even more skimpy than those worn by the players, prance to rock music during breaks in play. But last night, the Australian women's volleyball team lodged an official complaint. They say beach volleyball should be taken seriously as a sport, not just for its sex appeal. But team insiders privately admit that some of the players are jealous of the bikini-clad beauties, fearing they are hogging the limelight. Australian medal hope Nicole Sanderson insisted: 'It's disrespectful to have other girls in bikinis out there dancing.' Her playing partner Natalie Cook, who won gold in Sydney four years ago, said male dancers should be brought in, too. But one beach volleyball fan at the Athens Olympics said of the Aussies' protest: 'It's just silly. It's sport, but it's entertainment as well. You look around the venues here and people are coming to watch the beach volleyball. Not all the sports can say that.' Athens chiefs admit they booked the dancing girls to boost the sport's soaring global TV ratings. Beach volleyball has become one of the most popular Olympic sports since it was introduced eight years ago at the Atlanta games.
[bookmark: _Toc19528009]
END

Analysis: In what ways does this story convey blatant stereotypes?

The first thing to note is the role of the picture. It occupies half a page - five times more space than the text of the story. The photo shows the cheerleaders, not the volleyball players themselves. The emphasis is thus on women's bodies (dressed only in bikinis), rather than women's sporting competence (as Olympic competitors).  Next, note the language. For instance, the sub-headline is sexist and mildly aggressive: the volleyball 'babes' (not 'players') want the cheerleaders 'ditched' (not 'removed'). The photo caption - 'SO HOT' - uses sexual innuendo, referring not just to the temperature of Athens but also to 'sexual heat'. Then, look for the judgments that are contained in the story. The volleyball 'babes' are dismissed as 'spoilsports'. The objections of the two Australian players are undermined by the follow-up comment from an (unnamed) fan who describes them as 'silly'. (Unnamed) team insiders 'admit' that some players are 'jealous' of the dancers. The verb 'admit' (not 'allege') - suggests that the jealousy is real. This is the heart of the story - women who are jealous of other women. 

The story's headline - 'Lose the Silly Beaches - seems puzzling at first. How can beaches be silly? But by the end of the story, it is clear that the word 'beaches' is intended to be understood as 'bitches' (a term commonly used to denigrate women). Get rid of these stupid bitches, says the headline. There is some ambiguity about whether the 'bitches' in question are the cheerleaders or the volleyball players. But the headline itself is misogynistic and sexist. The story's overall message is one that thoroughly trivialises and objectifies women.

[bookmark: _Toc196545632]

Type 2: Subtle gender stereotype. 

[bookmark: _Toc196545633]Example 1

Newspaper: Excelsior (Mexico)
Headline: Shakira cries in her concert in the City of Mexico
Sub headlines: The artist was moved to tears while singing one of her more beloved songs. 
Photo: Singer on stage with her hands covering her face. To the right of the previously mentioned picture the singer appears with a close up of her face. 
Photo caption: Shakira could not hold back her tears. 

Text: 
Shakira is giving seven concerts in Mexico City. Each one has been a total success. In her third concert at GNP Insurance Stadium the singer had an emotional moment during her “Women Don’t Cry” Tour.  After singing “Antologia” one of her most famous and beloved songs the audience gave her almost a minute long ovation. The applause and show of affection moved Shakira. She was visibly overcome by emotion, she wiped her tears, and was barely able to say “Thank you, Mexico”, before continuing with her concert.  Why is “Antologia” so special? This is an important song to her fans because it shows her more personal and emotional side…. The song touches on a personal experience from her youth, a past relationship that taught her to feel and love, so many of her fans identify with the song. 

 
Analysis: In what ways does this story convey subtle stereotypes?

Shakira, song writer, and performer, is one of the most successful Latin female artists. She is known for her cultural impact, successful songs, awards and achievements. The article focuses on her emotional self-expression or even lack of self-control. By doing this, the article reproduces an age-old stereotype of women as emotional beings. Implicit in this portrayal is the opposite for men, as persons who are stoic, unmoved and equipped with the qualities of reason and intellect. This dualism conveys a perception of reason as superior to emotion and the display of emotion as a weakness. In certain social contexts, to be described as emotional can be a problem, and an attribute that is likely to disqualify a person from being taken seriously particularly in the worlds of business and politics.    

Shakira is in the middle of her Mexican tour that will see her give seven concerts in a stadium that can hold over sixty thousand people. A record-breaking performance. While the article does not completely hide her achievement, it is not the focus the article. The article decides to spotlight Shakira’s emotions, and not her cultural and business success. It says nothing about the revenue these events are generating and expected to produce. Instead, the article hypothesizes on the status of Shakira’s inter-personal relationships. 

A subtext of this article is Shakira’s recent separation from her partner and situates her implicitly as grieving from this separation. This touches on and reproduces another common trope, of female suffering, drama, particularly due to the loss of a male partner. In turn, this idea, may connect to another stereotype that women need men, and can question their ability to be autonomous of male companionship.  

The song referenced in the article is said to describe a past teenage experience referred to affection and connection, and at the same time the article references her two children, an earlier love, and her emotional connection to her audience. Once again, the article reproduces, the gender stereotype that women are dependent on people around them.  

[bookmark: _Toc196545634]Example 2

Newspaper: Metro (United Kingdom, daily)
Headline: WE CAN'T HAVE IT ALL, ADMIT CAREER WOMEN
by Mike Tait
Illustration: Photos of some of those voted 'most beautiful woman' and 'most gorgeous man', and lists of the top ten in each category. Also lists of the top five women and men voted for best face, hair, breasts, buttocks, legs.
Illustration caption: Heroes and Heroines.

Text:
They dreamed of a life where they could juggle a successful career with the demands of the home. But for many women that dream has become a nightmare of total frustration, a survey revealed yesterday. Eight out of ten women in full-time jobs said they would happily give up their careers for part-time work or to become a full-time mother. Nine out of ten said they had 'too many roles' to juggle and nearly two-thirds said getting the work-life balance right was the biggest obstacle to finding happiness. Nearly two-thirds of women said life was easier for men. Nine out of ten said they did most housework despite being the main breadwinner. Among other findings, six out ten women had unfulfilling sex and social loves, while more than nine out of ten were unhappy with their looks. The findings come from a survey of 2000 women commissioned by Top Santé health and beauty magazine.

Editor Marina Gask said: 'The "have-it-all" dream has turned into a "do-it-all" nightmare. In reality, most women struggle to look after their family and hold down a demanding job to make ends meet.' 

END 


Analysis: How does this story convey subtle stereotypes

The story reports on the findings of a survey.  Although the text states that the survey was carried out by the magazine 'Top Santé', this fact is never related to the findings. Is it possible, for instance, that the purpose of a survey for a health and beauty magazine could be to project a particular image of women, both to its readers and to its advertisers? The authorship of the survey might have suggested the need for caution with regard to the findings. Instead, the results are accepted without question in a story that subtly perpetuates a picture of women whose proper place is in the home. 

In the text, the survey is presented as a weighty piece of work, and its findings are used to demonstrate that women are unhappy, unfulfilled - and wrong. Their 'dreams' of being able to combine work, family and home were misguided - and they now 'admit' that they 'can't have it all'. A high proportion, it is reported, would 'happily' give up their careers in exchange for part-time work or full-time motherhood. Thus, although not explicitly stated, it is subtly implied that women's natural source of satisfaction is to be found in the home, rather than in the workplace.

What elements in the story indicate the subtle way in which the survey findings are used to reinforce conventional stereotypes of women? Think about the relationship between the text itself and the photos and lists that illustrate the text. At first glance they seems to be completely unconnected. Only a close reading shows that they all come from the same survey. The text concentrates on 'serious' findings about work, stress and lifestyle. It never reveals that the survey included many frivolous questions - most gorgeous man, most beautiful woman, best legs etc. If the answers to these questions had been included in the text, readers might have been less likely to take the other survey findings seriously. 

Finally, could the reporter have delved more deeply into the survey method and its findings, so as to produce a less stereotyped story? For example, the survey covered 2000 women. It did not investigate men's attitudes to life, work and stress. Is it possible that men too might have expressed dissatisfaction with aspects of their lives? Could the women's frustration be attributable to the fact that, despite being in full-time employment, 90 percent of them do most of the housework? Is it possible that - far from being happy to give up their careers - these women would actually be happy in full-time employment if they had more support from their partners at home and in the family? Why is such an interpretation of the findings not even hinted at?

 


[bookmark: _Toc196545635]Type 3: Gender blind, and therefore a missed opportunity. 

[bookmark: _Toc196545636]Example 1

News website: El Heraldo (México)
https://heraldodemexico.com.mx/nacional/2025/3/24/ninos-adolescentes-de-nayarit-estan-en-riesgo-de-convertirse-en-ludopatas-685770.html
By Adonai Duran. 
Headline: Children and adolescents in the Mexican State of Nayarit are at risk of becoming addicted to gambling.
Sub headline: This type of situation puts children at risk, due to influence of cell phones and slot machines. 
Picture: Three people sitting together looking at their cell phones. 
Picture caption: They are trying to avoid that young people fall prey to these situations. 

Text:
Gambling addiction is not only an adult problem, children and young people are quickly becoming a focus for this type of problem, particularly in connection to the use of slot machines and cell phone application that promote this behaviour. According to Selene Maldonado, director of the State Center Against Addictions (CECA), this is a reality that must be studied, so that minors who are developing these behaviors and putting their mental health at risk, can receive the necessary attention. The specialist insisted that parents should be aware of their children’s attitudes, to avoid leaving their kids to the care and observation of their cell phones. Where they can find refuge from their problems and potentially become addicted.  

The use of these devices puts children at risk, mainly because they often receive various stimuli from them. In addition, the industry of mobile applications, video games and even social networks have behind them the work of hundreds of engineers who aim to make people spend more and more time with their electronic devices. As if that were not enough, according to the World Health Organization, a minor being exposed to situations such as gambling or betting leads to the normalization of these types of situations and adopts them as an important part of his or her life as he or she grows up.

Because of this, it is important to keep these types of situations away from them or to provide them with support when these types of cases occur. END.



Analysis: In what ways is this story gender blind and therefore a missed opportunity?

This article addresses the topic of gambling addiction and how this problem is becoming prevalent in teenagers and youth. It focusses on the situation in the State of Nayarit, Mexico. By centering analysis only on age (i.e. teens) it does not explore explicitly and in depth the relevant factor that gender plays in this phenomenon. It misses an important opportunity to provide depth and nuance to a growing social problem.. 

Gambling addiction, particularly with the expansion of cell phones, gaming consoles, etc. is a phenomenon that (young) men are more inclined to develop. Women and all people in general are susceptible to its lure, statistics and patterns show that people who identify as male tend to be more at risk. The article implicitly suggests this by using pictures of pre-teen and teenage boys, but it does not tackle the important question of how gender plays out in gambling addiction. Some analysts argue that masculinities attraction for risk taking activities may be behind this specific lure.     

The article does not explore differences between women and men in relation to gambling addiction. It does not provide statistics on México, or other countries. Nor does it explore the different experiences that young women and men have with this type of addiction. Furthermore, as the attraction to gaming is different across gender, how female and male parents perceive and react to young kids playing games is also an angle that could have been explored. As technology and games have become pervasive, the reaction to parents and adults to children’s gaming habits is an important topic in this issue, particularly from the point of view of prevention. 



[bookmark: _Toc196545637]Example 2

Newspaper: The Guardian (United Kingdom, national daily)
Headline: Pension protection tops bill
by Sandra Haurant and Press Association

Text:
The government today announces plans to reorganise occupational pensions in an effort to combat the looming pensions crisis and improve confidence in retirement savings.

The mainstay of the pensions bill, published today, is a 'pensions protection fund', aimed at protecting the members of company pension schemes should their employer go bankrupt.

'We welcome the pension protection fund', said Brendan Barber, general secretary of the Trades Union Congress. 'However, those employees who have already lost out should not be forgotten'

Incentives to persuade people to take their state pension later were part of the bill. An online retirement planning service will be set up to help people calculate how much they will have to retire on, including both the state and private pensions, and what steps they can take to boost their income.

Pensions minister Andrew Smith hailed the bill as a 'big step forward' for pensions. 'With the pension protection fund, people in pension schemes can be much surer that they will get the pension they were promised.'

Malcolm McLean of the Pensions Advisory Service said he welcomed the bill. 'I am quite impressed,' he said. 'Some kind of protection was needed and it looks as though the government has finally done something about it.' 

However, some organisations said that the government's bill had missed the point. Terry Faulkner, chairman of the National Association of Pension Funds said: 'Is there anything in today's bill to simplify our archaic state pension system? Is there anything to encourage firms to offer decent pensions to their employees? Are there new incentives to encourage people to save? Is there any real long term vision, or a clear pension strategy to achieve that vision? Regrettably, the answer to all these questions is "No".'
END




Analysis: In what ways is this story a missed opportunity?

This story reports on the publication of draft legislation to reform the British pension system, which is meant to provide financial support for all citizens when they reach a certain age.

By reporting on the beneficiaries as a homogenous group - simply as 'people', 'employees' etc - the story fails to highlight the very significant differences that exist between women and men of pensionable age. For instance, in the United Kingdom women's average retirement income (or pension) is only 57 percent of men's, many women have never contributed to an occupational pension scheme, and a quarter of single women pensioners live below the poverty line. 

Because of its failure to recognise the differences between male and female pensioners, the story misses the point that women and men will not benefit equally from the proposed reforms, which include no measures to redress the male-female pensions gap. National organisations in the United Kingdom - such as the Equal Opportunities Commission, the Fawcett Society, Age Concern and Help the Aged - have all lobbied government for changes that could create a fairer pension system for women. Yet no representatives of these organisations are interviewed, nor is there any reference to their proposals for change.

By ignoring this angle, the story misses an important opportunity to analyse whether the Pensions Bill will reduce or exacerbate inequalities between women and men. 



[bookmark: _Toc196545638]Type 4. Gender aware. 

[bookmark: _Toc196545639]Sub-type 4A: Stories that challenge gender stereotypes.

[bookmark: _Toc196545640]Example 1

News website.  The Guardian (UK)
Headline: ‘Be a man and vote for a woman’: Kamala Harris’s unlikely edge in America’s masculinity election.
Sub headline: Republicans are making anxiety around masculinity a key voting issue – but the Democratic nominee is hoping to turn it to her advantage.
Picture: A picture of candidate Donald Trump and Kamala Harris, side by side, a similar image that TV  spectators saw during the televised debate between the candidates when Donald Trump referenced the eating of cats and dogs.   
Picture caption: Masculinity and people’s views on gender roles may be more important than ever as Harris takes on Trump


Text: 
A man in a baseball cap strides through a field of corn. A woman in flannel turns and smiles, a line of trucks visible behind her. As piano music swells, an American flag ripples in a gentle breeze. This video is pure, uncut Americana. Naturally, it’s a political ad.

Specifically, it’s an ad made by the Lincoln Project, a group of moderates and former Republicans united by a desire to topple Donald Trump and support Kamala Harris. And it’s making one of the most obvious appeals to men and masculinity yet in the 2024 election.

As the ad nears its crescendo, the deep voice of Sam Elliott, an actor best known for playing grizzled but folksy cowboy types, demands: “What the hell are you waiting for? Because if it’s the woman thing, it’s time to get over that.” He continues: “It’s time to be a man and vote for a woman.”

Masculinity and people’s views on gender roles may be more important than ever in 2024 – and not just because Harris is the first woman of color to ever secure a major-party nomination for president. The 2022 overturning of Roe v Wade thrust women’s rights to the forefront of the election. Numerous identity-based groups, including White Dudes for Harris, have gathered to drum up enthusiasm. An extreme gender gap has also yawned open among the youngest US voters: having come of age in the era of #MeToo, gen Z women are becoming the most progressive and politically active cohort ever measured – while gen Z men are increasingly apathetic to politics and drifting further to the right.

Conservatives are openly using anxiety around masculinity to win this election, telling men that their problems stem from not being man enough. Josh Hawley, the influential Republican senator from Missouri, published a book called Manhood: The Masculine Virtues America Needs. The Fox News host Jesse Watters went even further.
“I don’t see why any man would vote Democrat. It’s not the party of virtue, security. It’s not the party of strength,” Watters said, shortly after White Dudes for Harris held a call with more than 190,000 participants. Watters added: “I heard the scientists say the other day that when a man votes for a woman, he actually transitions into a woman.”
Watters is not a serious person, but Americans’ obsession with masculinity is, to the point that it can determine the outcome even of presidential elections where two men are running. (So, most of them.) Americans revere presidents as role models, fixating on their status – real or perceived – as founding fathers, real fathers, war heroes, and masters of diplomacy and making money and cheating on their wives without getting caught (or, at least, without getting divorced). Because presidents epitomize American notions of manhood, elections reveal what kind of man, what type and degree of masculinity, is most respected and deserving of power.

Trump has turned his campaign into a pitch for hyper-traditional masculinity. At this year’s Republican national convention, he walked on stage to the James Brown song It’s a Man’s Man’s Man’s World and was introduced by Dana White, the president of the Ultimate Fighting Championship who was caught slapping his wife on camera. On the campaign trail, he has hammed it up with YouTubers and podcasters who have male-centric audiences and dim views of women.
With the general public and her opponent so preoccupied by masculinity, Harris is not emphasizing her pioneering nomination. Rather, in order to win a contest that no woman has ever won, she’s trying to take advantage of stereotypes about men, women and leadership – and, when they can’t work in her favor, using them to kneecap Trump instead.

Masculinity, it turns out, may be the most partisan issue in US politics.


A few good men
When people conjure up the image of a “good man” or a “real man”, they tend to imagine the same qualities: someone who is dominant, successful and tough – and who is nothing like women, according to Theresa Vescio, a psychology professor who studies gender, politics and privilege at Penn State.

This way of thinking is so pervasive that people gender political matters that, objectively, have no sex. National defense and the economy are seen as topics that men care about, because men are expected to prize being providers for and protectors of their families. Healthcare – including abortion rights – and education are seen as women’s issues, because women are supposed to be compassionate caregivers. (In reality, at least among gen Z, young women care about all of these issues more than young men do.) Even the political parties themselves are gendered: Republicans are associated with more masculine issues and traits, Democrats with feminine ones.
These stereotypes inform American ideals of the presidency. “What we expect in a good leader is that they’re powerful, high status, top, able to lead. That overlaps substantially with stereotypes of masculinity and men,” Vescio said. “So when we think about who would be a good leader, stereotypes of men fit and complement. There’s no incongruity.”

They complement one another so seamlessly, in fact, that the role of masculinity in elections was once invisible. We’re so used to seeing men run for office, and seeing “gender” only become a buzzword when a woman steps into the fray, that we often don’t even recognize that men have a gender, let alone that male candidates offer up different, competing visions of masculinity.

But they do compete, even in the most animalistic ways. For example, presidential candidates are more likely to succeed when they have one key, traditionally masculine physical quality: height.
The taller candidate is more likely to win more votes and be re-elected; they are also more likely to be seen by experts as being better leaders and simply “greater”. This link between height and presidential preference is so strong and so subconscious that when Richard Nixon ran against John F Kennedy in 1960, voters tended to think their chosen candidate was taller. (Kennedy was taller, and he won.) Ron DeSantis might have been laughed at for reportedly wearing ill-fitting heels when he ran for president, but he would have been right to worry.
If you’re still not convinced, take the 2004 race between George W Bush and John Kerry, which hinged on the candidates’ supposed manhood to a startling degree. Bush sold himself as a down-home rancher who may have occasionally been “misunderestimated” but who you wanted to grab a beer with Kerry, meanwhile, was a Vietnam combat veteran with a deep understanding of policy. This presented a problem for Bush: how could he be “the man’s man” when his opponent was part of the uber-masculine military?

“What they did was, they went and they attacked his service record, because that was his greatest political strength,” said Jackson Katz, author of the book Man Enough? Donald Trump, Hillary Clinton and the Politics of Presidential Masculinity. An advocacy group, technically formed independent of Bush, dedicated itself to questioning Kerry’s record.


Analysis: How does this story challenge gender stereotypes?

This article draws the attention of the reader to masculinity, and therefore gender, as a factor in social life and politics. 

Just by using the term, masculinity, and showing the reader how this notion can be seen as a social construct, the article questions the traditional idea the masculinity is a given, a natural thing, that is unchangeable, that stands above social institutions, human agency, and historical processes. And therefore, challenges a fundamental gender stereotype, by placing gender as a social construct. Furthermore, it shows and challenges the stereotype that women are not good political leaders. And therefore, that men should vote for other men as leaders of countries. The articles suggests that men should move beyond this idea and be open to alternatives.   




[bookmark: _Toc196545641]Example 2

Television: Regional opt-out from national evening newscast, United Kingdom

Reporter:	A vicar is to launch a nude calendar in his church, after women in the village of Horsley posed naked to raise money for rape victims in Rwanda. I met some of the women who posed, and the photographer who took the pictures.

Sarah Clifford:	As mothers and wives we were really upset by what we'd seen about Rwanda on the television. It seemed unbelievable that 10 years after one of the worst genocides in history, the survivors were now having to deal with even more suffering. Women had contracted AIDS as a result of rape, their husbands had been murdered, and their children were now losing another parent. We felt we had to act.

Jo Hoffman:	Many of us were unsure about the idea. It challenged the way we look at women's bodies, and how we want our bodies to be seen. The calendar actually highlights one of the myths about rape. It's not about sex, it's not about sexuality or about nudity - rape is about violence. Rape is as common in cultures where women are swathed in veils as it is where women wear miniskirts

Photographer:	My first reaction was - how inappropriate to make a nude calendar for victims of rape. But when I met them I realised their desire to appear naked was not frivolous. The images are not intended to be provocative or sexualised, but simple and beautiful.
 
Reporter:	(voice-over while an image from the calendar is shown on-screen)
	The village vicar, Reverend Stephen Earley, says he didn't hesitate to support the calendar.

Rev. Earley:	Many of the atrocities in Rwanda took place in churches where people had sought sanctuary. So it seems fitting to try and redress the balance by launching it in a church.

Reporter:	After the launch, the women hope to raise £250,000 to pay for anti-retroviral drugs to help women in Rwanda stay alive.

Jo Hoffman:	The calendar is challenging, but when people see it they're really moved by it. They see that what we're trying to do is beyond words. It's an act of love and empathy with the people of Rwanda. We feel very passionate about that, and we have a sense of rightness about what we're doing.
END



Analysis: In what ways does this story challenge stereotypes?
The story deals with a controversial issue without recourse to sensationalism. It does not avoid or trivialise the difficult questions posed by the women's course of action. It confronts those questions, presenting answers in the words of the women themselves and of the photographer who agreed to take the pictures. In the context of a brief television report, the story manages to convey both the complexity of the women's decision to take action in this way, and their passionate conviction that the decision - once taken - was right. 
But even if the calendar manages to raise money, is it anything more than a good publicity stunt? Does challenge stereotypes in a fundamental way? This was the opinion of one commentator who looked at the calendar:
'The characteristics of these photographed bodies are a compelling retort to the violence meted out to women in the course of war and genocide. These bodies … are not sexual or glamorous … There is no invitation to the viewer, these women are self-sufficient and contained, inviolate even. Images of female nudity are used to sell everything from newspapers to soap, and most of these images have been shaped by men's idealisation and eroticisation of women. Here is a small symbolic act of subversion, where women reclaim their bodies from being manipulated and abused, and use the publicity that generates to promote something they want to see sold - a cause rather than a car.' Madeleine Bunting, The Guardian, UK.

[bookmark: _Toc196545642]
Sub-type 4B: Stories with a gender balance of sources

[bookmark: _Toc196545643]Example 1

Newspaper: El Pais (Spain)

Headline: One in ten Women and three in ten men will be able to retire in Argentina. 

Sub headline: Javier Milei's government rejects prolonging the moratorium that allowed access to retirement at the age stipulated by the law. Due to this decision only those with 30 or more years of contribution will be able to receive a pension. Experts warn that the current system is unfair and inefficient, and in urgent need to debate the new regulation.    

Picture: An older aged women, holding a sheet of paper, and a man of a similar age, embraced in the middle of a march, surrounded by people with signs, walk down the street of Buenos Aires. 
Picture subtitle: A march of retirees in Buenos Aires, March 18, 2025.

Text: 

As of this Monday, retiring at the age set by law in Argentina -60 for women and 65 for men- will be an option for very few. Only one out of ten female workers and three out of ten male workers reach that age with 30 years of contributions to Social Security, the mandatory requirement to access the benefit. As an initiative of Javier Milei's Government, the moratorium that allowed retiring without having completed the contributions, through a payment plan to cover what was owed to the State, expired on Sunday. In the short term, the end of the moratorium will mean savings for the government coffers at the expense of aggravating the vulnerability of the elderly and of women, who are the most affected by the high informality of the Argentine labour market and on whom the majority of unpaid caregiving tasks fall. Experts are calling on Congress to debate a new law as a matter of urgency. They consider that the current system, based on a law passed in 1993, is unfair and inefficient due to the numerous exceptions that exist. However, the official plans for 2025, marked by the legislative elections in October, do not envisage a major reform of the pension system for the time being.

30% of retired poor

Retirees have been the sector most affected by Milei's economic cuts, although their loss of purchasing power is longstanding. In 2020, the total cost of pensions exceeded 12% of GDP and in 2024 fell below 9%, despite the fact that the economy contracted by 1.6% in 2023 and contracted by an additional 1.7% last year. In other words, the pie to be shared has shrunk everywhere and today, the two thirds of Argentine retirees who receive the minimum benefit of 354,000 pesos (about 300 dollars) per month are just below the poverty line. Thirty percent of them did not even reach that threshold in the middle of last year, almost twice as much as six months earlier. From now on, workers over 65 years of age who have not contributed enough time to the State will lose the right to a pension and will only be eligible for a universal old age pension (PUAM), set at 80% of the minimum pension, i.e., equivalent to a little more than 200 dollars per month. If this benefit remains unchanged, poverty among the elderly will skyrocket. The coming change is big. Between 2022 and 2024, an average of 425,000 people per year retired through the National Social Security Agency (Anses): 70% did so through moratoriums and only 17% as established in the general regime. Reaching 30 years of contributions is almost a chimera for many Argentine workers. Only one third of the current labour market is made up of salaried workers with formal contracts and, if we look back, we can see that in times of acute economic crisis, such as that of 2001-2003, labour informality soars and the subsequent reduction never reaches the initial point.


Analysis:
This article addresses the issue of retirement while highlighting the gender sensitive nature of this topic.  Retirement from paid labour is a sensitive not only to people, but states and economic systems. Aging populations and workforces, in many countries of the world means important parts of the workforce are retiring or preparing to retire. However, women and men have had very different work trajectories, one fundamental reason for this is child rearing and caring. This means that women who have had and cared for children have lower pensions. As pensions are dependent on number of years worked. This means that retirement for women and a men can look very different. Women tend to have less years worked (mostly due to childcare) and therefore their pensions are lower. As care work is not factored into pension funds. This means that in retirement women will be at greater risk of poverty than men. Or, both will be vulnerable to poverty, but women will be more susceptible to greater levels of poverty. 



[bookmark: _Toc196545644]Example 2

Newspaper: Business Unusual, South Africa
Headline : Sisters set the pace at Lonmin mines
By Purity Zamagugu Zwane and Malose Frans Ledwaba

Move over brothers, the sisters are taking charge! A little over a decade ago South Africa lifted the ban on women working underground. The Lonmin Platinum Mine in Rustenburg has employed 800 women who work underground in different fields. The mine plans to reach the 10 percent target for women set by the Mining Charter by 2010.  Zinzi Mdludlu (30) from Mount Frere, Eastern Cape has been working for Lonmin for a year now. A recruitment specialist with seven years’ experience she joined the mine to show that women can be miners. Her sister was the first black female geologist in South Africa. She sees mining as a great opportunity for women, especially young black females. “This job has given me recognition. I was promoted in the first ten months,” she said. Mdlulu is now a senior recruitment consultant. 

It’s all part of a big culture change in mining, the bedrock of the South African economy; also one of the least friendly professions for women. “The culture is not yet conducive for women to work underground. The temperatures are too high and you find half naked men there,” said Bernard Mokwena, Vice President (External Affairs) of Lonmin mine. 

By December this year all shafts will, for the first time, have female change rooms underground. “Heat is still a challenge to our female miners. Remarks are also passed at them, some men still hold the belief that the mine will collapse because females are now working underground. This is a myth that existed long ago,” Mdlulu commented. 

Women miners, she says, are still not seen and taken as colleagues by their male counterparts: “You won’t believe that even though I’m senior to them they still say ‘dudlu’ whenever I go past. I don’t take offence cause I know and understand where they come from.” 

Mokwena notes that transformation involves a major re-education of the male miners, many of whom come from rural areas where a women’s role is seen as bearing and rearing children. The men are taught not to sexually harass or abuse female miners. 

Underground managers pose a further challenge. One black manager at the processing plant has refused to have female miners in his team, saying that women react to platinum. 

Godfrey Tshubyane (37) is a Corporate Communication Consultant at the mine. He grew up in a village in Rusternburg that was surrounded by mines. He also worked for Impala mine in Rustenburg for one year before joining Lonmin mines. “Though I was at first shocked to see women working underground on their own with no male supervision, I saw that these women were getting somewhere,” Tshubyane reflects.

Minah Yaleyozo (31), a communication consultant with 11 years working experience notes that in future it will be good to see women lead teams of men. The mine does school visits to promote mining as career. Students are also offered bursaries and scholarships by the mine’s Development Trust; which is headed by a woman. 

The 2040 Charter developed by the community and the mine paints a picture of what the future might look like: “We are a united Rainbow community with a rich cultural heritage working together to build a vital sustainable future. We declare ourselves to be bold visionary leaders of transformation, accountable for creating vibrant, safe communities. We stand for an educated, prosperous, just and healthy society.” 

Analysis: 
This story challenges gender stereotypes regarding women in mining. By interviewing the women and the men concerned, the story shows the value of different perspectives on the issue. The men reveal their shock, but also the extent to which they are now comfortable with women in a traditionally male dominated pursuit. 

	
[bookmark: _Toc196545645]Sub-type 4C: Gender specific stories

[bookmark: _Toc196545646]Example 1

Newspaper: The National Post (Canada)

Headline: Canadian Women & Sport Data Shows Increase in Women Holding Leadership Positions

By Canadian Press

Picture: A portrait of Hockey Canada President & CEO Katherine Henderson. 

Picture caption: The number of women holding leadership positions within Canadian sports is on the rise, with a nine per cent increase in the last five years, as reported by Canadian Women & Sport. Hockey Canada President and CEO Katherine Henderson is seen in an undated handout photo.

Text:
The number of women holding leadership positions within Canadian sports is on the rise, with a nine per cent increase in the last five years, according to a report released Friday. The study, conducted by Canadian Women & Sport, a non-profit organization, reveals women now occupy 43 per cent of board seats in the national sport system, reflecting a trend that underscores organizational efforts toward greater gender diversity.

“We’re really excited about the positive trends that we’re seeing in these numbers,” said Canadian Women & Sport CEO Allison Sandmeyer-Graves. “I think it suggests that organizations have been making this a priority and been taking real action to move this forward.”

Women hold 42 per cent of board seats at national sporting organizations (NSO), 46 per cent at multi-sport service organizations (MSO) and 45 per cent at Canadian sport institutes (CSI).

The NSO and CSI numbers are four-per-cent increases, while MSOs saw a three-per-cent decrease from 2022.

Forty per cent of board chairs across the three types of organizations are women. NSOs are at 42 per cent, 36 per cent for MSOs and 29 per cent for CSIs, which saw a 14-per-cent decrease since last year.
In addition, 42 per cent of national chief executive officers are women, with 38 per cent at NSOs, 59 per cent at MSOs and 29 per cent at CSIs. There was a five and three per cent decrease for NSOs and MSOs, with no change happening with the CSIs.

Meanwhile, 51 per cent of national senior staff — directly reporting to the CEO — are women.
“It’s not always a linear process in the sense that some numbers go up, occasionally numbers come down,” Sandmeyer-Graves said. “We’re OK with some of that fluctuation as long as the trends (are) over time moving upwards.

“The reason I say that is because ultimately, at least at the national level, we’re talking about quite a small number of organizations. And so, if a few CEOs or executive directors turnover … it can really shift the numbers quite a bit and so we expect that some of these things may fluctuate a little bit.”

In a release, Canadian Women & Sport points to the Canadian government’s introduction of reforms in 2022 to the Canadian Sport Governance Code that require NSOs to have no more than 60 per cent of any gender on their boards by April 2025.

Currently, 54 per cent of NSOs currently meet the gender equity requirement.

Canadian Women & Sport says while progress has been made, there’s more work to be done in achieving further diversity in sports leadership.

Seven per cent of national organizations and 11 per cent of surveyed provincial/territorial organizations still have no women or gender-diverse representation on their boards or only one woman. “If we look beyond gender, and put an intersectional lens on this where we’re looking at the combination of gender, with race, with ability and other forms of identity, that we’re just not seeing the kind of progress that we’ll want to see in the years ahead,” Sandmeyer-Graves said.

“Right now, the place that we’re at on those aspects is that organizations are just starting to collect that data, so they haven’t actually been able to report on it. And often that means that it’s also something that they haven’t really been paying attention to.”

Analysis: How does this story highlight equality/inequality between women and men?

This article addresses the issue of the unequal representation of women in positions of power in competitive and professional sports. The article focuses on a current study that measures gender equality in leadership positions of sports organizations. The results show that women occupy around 43% of board seats in the national sports system, this result suggest that sports organization are moving closer to gender parity.  

This story shows change in two spaces that have traditionally been dominated by men: Power and sports.   
Positions of authority in politics and in business have traditionally been dominated by men. Sports is also a traditional male activity, particularly professional or high-level competitive sports. While there are some sporting activities that are strongly associated with women. In general, high level sporting competitions are dominated by men. This tendency is strengthened when referring to the business of sports. The industry of professional sports with extremely high budgets and salaries is even more male dominated. 






[bookmark: _Toc196545647]Example 2

Radio: National evening newscast, United Kingdom

Anchor:	The Chief Inspector of Schools in England, David Bell, has said that if girls and boys are to fulfil their potential at school and in later life, they need a balance of strong and gentle role models of both sexes. Speaking at a conference to mark International Women's Day, Mr Bell said that even though girls do better than boys in school examinations, this is not converted into economic advantage in adulthood.

David Bell:	The success girls enjoy at school is all too often not mirrored later in life. One of the reasons is that girls lack role models that encourage them to be assertive. It is easy to mock the idea of role models and what children pick up from the media. But if we believe that television can be a powerful influence on young lives, then having a balance of strong and gentle characters of both sexes is important. Advertisements aimed at boys are noisy and action-packed with powerful images. It is unsurprising that overall, children's perception is that it's better to be a boy.

	In the school playground, boys often taunt each other by using the word 'girl' as an insult, meaning 'inadequate' or 'weak'. It is naïve to think that this has no effect on girls. And there is a clear link here with homophobic bullying, where boys in particular are exposed to bullying if their manner is not quite 'tough' enough for the prevailing male culture.

Anchor:	Dr Katherine Rake, director of the Fawcett Society which campaigns for women's equality, says that Mr Bell's speech broke new ground.

Katherine Rake:	He questioned the taken-for-granted wisdom about girls' academic success and focused on an often-hidden group of low achievers. A lot of recent research has been devoted to ways of helping the 'bad-lads' at school. But boys don't have a monopoly on problems. As David Bell pointed out, girls have attracted less help because their problems are often less visible than those of boys. While boys may resort to violent or trouble-making behaviour, girls may turn to self-harm.

Anchor:	A study by Dr Becky Francis of the University of Greenwich has found that teachers often tolerate - even encourage - tough or 'laddish' behaviour among boys, though they discourage this kind of behaviour in girls.

Becky Francis:	We found that teachers often actually collaborate with the behaviour of boys who adopt the 'class clown' role. They may implicitly label it as charming, roguish or appealing - and in that way they encourage it. Our study showed that there's a need to look closely at stereotypes of masculinity and femininity in schools, so as to develop more diverse attitudes and aspirations among girls and boys.




Analysis: How does this story highlight equality/inequality between women and men?
In the United Kingdom for about the past decade, on average girls have been outperforming boys in school examinations. This has led to an emphasis, both within schools and through specially funded projects, on schemes to increase the academic achievement of boys. The focus on under-achieving boys has meant that a substantial number of girls, who also under-achieve, has been largely neglected. In the context of a discussion about stereotypes and role models, the story draws attention to two aspects of female under-achievement. First, it points out that there is a 'hidden' group of girls whose problems at school are often ignored. Second, it highlights the fact that despite success at school, in later life women's earnings fall behind those of men. At the same time, the story acknowledges the gender factor in this equation: boys - just like girls - are affected by stereotyped responses and role models. While it would have been illuminating to hear the views of school-age girls and boys themselves, this brief radio report includes a reasonable range of sources. It manages to convey some of the reasons that contribute to the persistence of inequality between women and men in the United Kingdom.	




[bookmark: _Toc196542080][bookmark: _Toc196545648]HOW TO SELECT NEWS ITEMS OR STORIES

The news stories that you and your colleagues have coded 
As you work through the quantitative coding, keep in mind the four categories outlined in the framework. When you come across a story that you think would be useful to analyse further, remember to enter code=1 ('yes') in the respective coding sheet. This will help you to quickly find the stories again for your qualitative analysis. When all the quantitative coding has been completed, look through the items you have identified, as well as those identified by other coders in your country/region, and make your final selection.

Newspapers / Internet news websites: additional stories and news items
For newspapers and Internet news websites, you may include stories from all sections of the paper/s and/or Internet news websites you chose to monitor in the project (not just the 12-14 stories that you coded from the main news pages). As well as straight news stories, you may include editorials, commentary, jokes and cartoons (but not letters to the editor). Include only stories or news items from newspapers and internet websites that have been monitored in the project, not from any other newspapers. Include only stories or news items that appeared on the monitoring day itself.

For television and radio, include only stories that are taken from the newscasts you monitored.

How many stories? Try to identify at least one story or news item from each of the four categories. Additionally, try to include at least one story or news item from each medium: radio, television, newspaper, and (where applicable) internet news websites. If you can, try to match the number of articles to the number of media indicated for your country media band. For example, select 2 newspaper stories or articles if you are monitoring 2 newspapers according to the guidelines for your country media band. Don’t worry though if that is not possible.

[bookmark: _Toc196545649]YOUR CONTENT ANALYSIS

For each of the stories you have selected, write a short analysis. As a basic structure for your critique, think about the six factors listed in the section 'What to Look Out For': Headline, Sources, Language, Visual images, Story angle and perspective, Placement or positioning. You may find it helpful to use some or all of these as paragraph headings in your analysis. However, not all of them will be relevant to each of your stories, and you may include whatever details about the story seem most important to you. Write your analysis on the sheets provided, adding extra sheets if necessary.

Note: In some cases, your analysis will benefit from knowledge or information you already have about the issue/s covered in the story. For instance, you may want to highlight the strengths or weaknesses of certain stories by referring to facts, figures or examples already in your possession. However, you are not expected to carry out research into any of the issues covered in the stories you analyse.

Important: For each of the newspaper stories included in your qualitative analysis, please send to us the original article. Keep a copy of the article. As well as copies of any video  or audio recording of the story.



[bookmark: _Toc196542081][bookmark: _Toc196545650]GUIDELINES FOR WRITING UP CASE STUDIES 
Please use the following guidelines to assist in the analysis, inserting sub-heads as appropriate. 

1. Headlines. How is the story introduced? Does the headline reflect the essence of the story fairly, or does it convey a stereotype? Is it relevant to the story, or unrelated?

2. Sources. Are both women and men interviewed or used as sources in the story? Is there a reasonable balance between male and females? Are male and female interviewees/sources used in similar or different ways (e.g. men used as 'experts', women used to give 'personal experience')? Are any of the sources presented in a way that questions their credibility or reliability (e.g. through the language used in the report, comments on statements made by the sources etc.)? Do male and female sources speak on similar topics in the news, or is there a difference in the topics for which women and men are used as sources?

3. Language. Is any overtly sexist language used? Are adjectives relevant and objective, or do they convey biases and stereotypes? Is there a difference between the language used to describe women and men - e.g. in relation to physical attributes or emotion? Are such descriptions relevant to the story? Does the story use terms that appear to be neutral or inclusive - e.g. 'people', 'voters' - but which may hide important gender differences (e.g. differences between women and men, or between female and male voters)? Does the story mention the fact that women and men may be affected differently by the event or issue in the news? Look out for idioms or phrases that perpetuate stereotypes - e.g. in a story about upcoming elections, reference to a search for 'the best man for the job'. 

4. Visual images. Do the images (video footage on television, photos and drawings in newspapers) illustrate the content of the story fairly, or do they convey stereotypes? For example, when showing professional people, do the images convey both women and men as individuals with expertise and authority? Or is there a difference - e.g. women (even if they are professionals) shown in the domestic or family environment, males shown in the work environment? Are women and men portrayed differently - e.g. as active or passive, as survivors or victims? Does the image emphasise or exaggerate physical aspects (especially related to the person's sexuality)? Does the image degrade the dignity of women or men? Is the image relevant to the story? Would a different image have been more appropriate - e.g. in a story about a region where women are farmers, why not use an image of women working on the land, instead of (or as well as) an image of the male minister for agriculture? In the context of the story, what is the overall message about women, and men, conveyed by the images?

5. Story angle and perspective. Whose voices and viewpoints are heard in the story? Whose viewpoint predominates? Is there a reasonable balance of viewpoints presented by women and by men? Are there any obviously missing voices? What might these missing voices have added to the story? If the report includes research findings or statistics, has attention been paid to relevant gender differences within the data? Does the story take a position or make a judgement - either explicit or implicit - which could reinforce stereotypes (e.g. that women are manipulative, that men are natural leaders)? Or does the story's perspective help to challenge prevailing stereotypes? What is the overall impression of women, and of men, that is given by the story?

6. Placement or positioning. Note where the story is placed in the newscast or on the page. What assumptions about the importance of the story are conveyed by its placement? Note also the context in which the story is positioned. For example on a newspaper page, what sorts of item are placed close to a story that features women? Look out for photos, jokes and cartoons that could trivialise a serious story when positioned nearby.
[bookmark: _Toc196542082][bookmark: _Toc196545651]
CHECKLIST OF WHAT YOU NEED TO SUBMIT

□ The original newspaper article 
□ In the case of Internet news monitoring, a print-out of the article
□ Copies of all video-tapes or audio-tapes from which you have used a story.
□ Your analysis 

Each team leader should select at least one each of the 4 types of coverage from each medium monitored (i.e. at least 4 case studies). Tick at least one under each column. If you can, try to match the number of articles to the number of media indicated for your country media band. For example, select 2 newspaper stories or articles if you are monitoring 2 newspapers according to the guidelines for your country media band. Don’t worry though if that is not possible. 

	
	Blatant stereotype
	Subtle stereotype
	Missed opportunity / Gender-blind
	Gender-aware

	Radio
	□
	□
	□
	□

	TV
	□
	□
	□
	□

	Print 
	□
	□
	□
	□

	Internet news
	□
	□
	□
	□



□ This checklist 
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CASE STUDY TEMPLATES

Case Study 1. A story that is blatantly stereotyped.

Title of article: 		
Name of newspaper, television or radio channel or news website URL: 
			
If the story is from a newspaper or internet news website, is it one of the stories you coded in the quantitative part of the study? Please tick yes or no.

	Yes……………………………………………………...
	
	No ………………………………………………………. 
Date: 		
Country: 	


Theme: (select from Annex A)_______________________________________

Skills: (This description refers to the main journalistic skill that is highlighted in the story that could be either positive or negative. Select from list of skills in Annex A)_______________________________..

Genre: (What type of story is it? Select from list of genres in Annex A)________________________.

Your analysis: (please feel free to write on and attach as many pages as you wish)

Case Study 2. A story that conveys more subtle stereotypes

Title of article: 		
Name of newspaper, television or radio channel or news website URL: 
			
If the story is from a newspaper or internet news website, is it one of the stories you coded in the quantitative part of the study? Please tick yes or no.

	Yes……………………………………………………...
	
	No ………………………………………………………. 
Date: 		
Country: 	


Theme: (select from Annex A)_______________________________________

Skills: (This description refers to the main journalistic skill that is highlighted in the story that could be either positive or negative. Select from list of skills in Annex A)_______________________________..

Genre: (What type of story is it? Select from list of genres in Annex A)________________________.

Your analysis: (please feel free to write on and attach as many pages as you wish)



Case Study 3. A story that is a missed opportunity or gender-blind

Title of article: 		
Name of newspaper, television or radio channel or news website URL: 
			
If the story is from a newspaper or internet news website, is it one of the stories you coded in the quantitative part of the study? Please tick yes or no.

	Yes……………………………………………………...
	
	No ………………………………………………………. 
Date: 		
Country: 	


Theme: (select from Annex A)_______________________________________

Skills: (This description refers to the main journalistic skill that is highlighted in the story that could be either positive or negative. Select from list of skills in Annex A)_______________________________..

Genre: (What type of story is it? Select from list of genres in Annex A)________________________.

Your analysis: (please feel free to write on and attach as many pages as you wish)



Case Study 4. A story that is gender-aware

Title of article: 		
Name of newspaper, television or radio channel or news website URL: 
			
If the story is from a newspaper or internet news website, is it one of the stories you coded in the quantitative part of the study? Please tick yes or no.
	□Yes □No 
Date: 		
Country: 	

Subject: (select from Annex A)_______________________________________

Skills: (This description refers to the main journalistic skill that is highlighted in the story that could be either positive or negative. Select from list of skills in Annex A)_______________________________..

Genre: (What type of story is it? Select from list of genres in Annex A)________________________.

The story (select 1)
 
□ Challenges stereotypes
□ Demonstrates a balance of sources 
□ Is gender specific

Your analysis: (please feel free to write on and attach as many pages as you wish)
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TOPICS
[image: ]


INDICATORS 


	Skills
	
	
	GEM classification

	· Accuracy
	· Language
	
	1. Blatant stereotypes

	· Captions
	· Perspective
	
	2. Subtle stereotypes

	· Events vs issues
	· Sources
	
	3. Missed opportunity/Gender-blind

	· Fairness
	· Use of data
	
	4. Gender-aware
4A. Challenges stereotypes
4B. Gender balance of sources
4C. Gender-specific
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